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Purpose: The aim of the paper is to identify the purchasing behaviour of buyers from 
Poland and Great Britain under the influence of online advertising depending on the 
amount of income. The paper shows how customers with different income levels react to 
advertising in Poland and the UK. An attempt has been made to compare the British 
e-consumer with the Polish one – their online behaviour influenced by online advertising. 
Design/Methodology/Approach: To achieve the aim of the study, international research 
was carried out from November 2017 to February 2018 in Poland and Great Britain using 
an online questionnaire. After assessing the completeness of the responses, 487 responses 
from Poland and 173 from Great Britain were finally qualified for further analysis. It is an 
international comparative study conducted on a large group of respondents on a very 
important and topical topic. 
Findings: It was found that there are differences in the way Poles and British people use 
the Internet, but the majority of respondents in each country watched the appearing 
advertisements. Over 60% of respondents from Great Britain and about 50% from Poland 
found the advertisements interesting. In addition, in Poland, lower-income respondents 
were more likely to be interested in viewing advertisements and found them interesting 
more often. Among UK respondents, this was not income related. 
Practical Implications: The outcomes have given detailed and valuable information on the 
impact of online advertising on the purchasing decisions of Polish and UK households with 
different income levels.   
Originality/value: International comparative research conducted on a large group of 
respondents, on a very important and topical subject. 
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In the 21st century consumers appreciate access to information and convenience in 
online shopping. A wide range and unlimited access to information allow higher 
satisfaction with purchases. Producers and traders try to reach consumers with 
advertising in a personalized way. E-consumers eagerly share their experiences and 
opinions with other network participants, contribute to strengthening marketing 
communication or to significant weakening if they negatively evaluate a product or a 
service. However, online shopping behaviour is varied by economic factors. The 
following relationship is observed – the higher the level of income, the greater the 
shopping activity in the Internet. In this paper, an attempt was made to show how 
customers with different income levels react to advertising in Poland and the UK. 
The attempt was made to compare the British e-consumer with the Polish one – their 
online behaviour influenced by online advertising. 
 
2. Literature Review 
 
In the literature a lot of space is devoted to the analysis of Internet users' behaviour 
due to the increasing use of the Internet in all areas of life (Wirtualne Media, 2018). 
There is an increasing replacement of the traditional face to face contact with the 
virtual one. This applies to the economic and private spheres. Leisure time is more 
and more often devoted to virtual activity. In 2017, 79% of the Poles used the 
Internet (Gemius, 2018).That is why most enterprises use on-line advertising next to 
traditional one (television, radio, press, etc.). In 2017 the share of TV advertising in 
the advertising budget decreased from 47.6%. to 47.2%, while online advertising 
increased from 30.2%. up to 31.9% (Pallus, 2018). It is extremely important for an 
entrepreneur to know whether it is worth investing in online advertising (Mishra and 
Mahalik 2017; Turysbekovna Davletova et al,. 2017), how consumers react to 
advertising and whether they make decisions about purchasing goods advertised on 
the web. 
 
The model of perception of information technologies and the Internet proposed by 
F.D. Davis (1989) aims at explaining network behaviour by examining the impact of 
perceived ease of use of the Internet and its usefulness (Hernández et al., 2011). The 
first relates to the belief that technology application does not require additional 
work, there is no need to learn. The second reflects the degree to which the user 
judges the usability of the network. The version formulated by F.D. Davis (1989) 
defines an attitude as something between perceptions and behaviour. The attitude is 
defined as the tendency or feeling that creates a predisposition to respond positively 
or unfavourably to a stimulus (Hernández et al., 2011). The behaviour of the 
purchaser can be defined as the totality of activities and procedures related to 
making choices in the process of satisfying consumer needs in certain social, cultural 
and economic conditions (Kieżel, 2010; Sobczyk, 2018). Researchers make 
declarative measurements regarding, for instance, future intentions to use IT (Liao, 
Tsou and Huang, 2007) and those identified through the analysis of real data. Both 
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measurements are closely related to each other, they identify the discrepancy 
between the declaration and actual behaviour and the influence of economic factors 
on attitudes and behaviour (Buckinx and Van den Poel, 2005; Birtwistle and Tsim, 
2005, Lautiainen, 2015). 
 
Research shows that users' perception of the Internet depends on their experience 
with the Internet (Im, Kim and Han, 2008; Miyazaki and Fernández, 2001). It finds 
that prior Internet use reduces the risk of negative online shopping perception by 
users, which in turn increases their satisfaction and encourages them to repeat future 
purchases. Thus, the development of e-commerce depends largely on the acceptance 
and understanding of IT technology by consumers, and prior recognition behaviour 
is the dominant factor in subsequent behaviour (Bigné-Alcañiz, Ruiz-Mafé, Aldás-
Manzano and Sanz-Blas, 2008; Salim, 2018). In some countries or regions, there are 
still strong restrictions in the development of e-commerce related to low access to 
the Internet (Gnezdova et al., 2017). The literature recognizes the socio-economic 
characteristics of individuals as key factors in the analysis of their technological 
behaviour (Venkatesh, Morris, Davis and Davis, 2003). Most of the research on such 
socioeconomic characteristics was undertaken in the early stages of the IT 
development when individuals had very little interaction with the analysed tools or 
internet media. Therefore, it was logical to assume that factors such as age, gender, 
or income influenced their technological behaviour. However, in recent years the use 
of information technologies such as the Internet and e-commerce has become 
widespread, especially in technologically advanced contexts and cultures, and 
therefore it is reasonable to assume that the importance of these accepted 
characteristics has also evolved. 
 
Three most important factors influencing the use of the Internet have been identified. 
The ICT infrastructure, human potential and income level had the strongest, positive 
and most significant impact on the use of the Internet (Močnik and Širec, 2010). 
Additionally, more and more social activities are moving to the Internet. Internet 
communities with a specific social and economic profile are created, which enables 
advertising activities tailored to the profile of such a group (Pokul et al., 2018).  
 
Therefore, we undertook to examine the reaction of network users to Internet 
advertising depending on the level of income. The research includes a wide range of 
online advertising – it consists of commercial content paid by sponsors, intended for 
an audience, delivered via video, print, audio, graphics or animation. Its form 
includes e-mail messages, corporate logos, pop-up messages, official websites, 
hyperlink text or graphics, mentions on other sites, microsites, contests and banners 
(Ducoffe, 1996; Briggs and Hollis, 1997; Schlosser, Shavitt and Kanfer, 1999; 
Rodgers and Thorson, 2000). Marketers are undoubtedly looking for internet 
advertising that has the most impact on behaviour (Palanisamy and Wong, 2003; 
Steffen, Schramm-Klein and Mau, 2015; Resnick and Albert, 2016; Kaspar, Weber 
and Wilbers, 2019). 
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The effectiveness of persuading consumers to view any form of online advertising 
depends on their beliefs and attitude towards advertising. The beliefs can be shaped 
from explicit or implicit information (Singh and Dalal, 1999), and the attitude can be 
influenced by affective experiences such as irritation, as well as cognitive 
experiences such as an ability to obtain information (Ducoffe, 1996) and experience 
with the product (Schlosser, Shavitt and Kanfer, 1999; Paek and Nelson, 2009). As a 
consequence, it seems that convincing consumers of online advertising is essential 
for online advertisers to be successful by promoting products and services online. 
Therefore, it seems relevant to obtain information about consumers' reactions to 
online advertisements and their attitudes and behaviour towards these advertisements 
(Wolin, Korgaonkar and Lund, 2002; Czarnecka and Schivinski, 2019). 
 
Due to the fact that customers use more sales channels and access to products and 
services as far as technology allows it, and at the same time the way of using the 
Internet differs depending on the income (Močnik and Širec, 2010), for the purposes 
of this paper the following hypothesis has been adopted – Internet users use online 
advertising when shopping. The higher their income, the more often they do 
e-shopping, regardless of their origin (Poland, the UK). 
 
3. Methodology and Scope of Research 
 
International quantitative research was carried out from November 2017 to February 
2018 in Poland and Great Britain using an online survey questionnaire. E-commerce 
customers were surveyed considering their place of residence, level of affluence and 
education. An analysis of the impact of internet advertising on purchasing decisions 
of network users in Poland and Great Britain was performed. Two questions were 
constructed, and according to them respondents were qualified for the research 
concerning the country of origin and e-commerce activity. Ultimately, 487 Polish 
responses and 173 British responses were qualified for the analysis. The aim of the 
paper is to identify the purchasing behaviour of buyers from Poland and Great 
Britain under the influence of online advertising and to identify whether these 
decisions depend on income5. For this study the respondents (from both countries) 
were divided into research groups in terms of net income per capita in the household. 
The income level was declared by the respondent. Table 1 shows the structure of the 
research group6. Two research hypotheses were formulated. Internet users use online 
advertising while shopping. The higher income of Internet users, the more often they 
do e-shopping, regardless of their origin (Poland, the UK). 
 
 
5When writing about the income of the people surveyed, the authors mean the net income per 
capita in the respondent's household. 
6It should be added that the respondents with net income below the minimum wage per 
person in the household are mainly young people, most often still in education, whose daily 
schedule is different than that of the working family responsible for supporting the family. 
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The chi-square independence test was used to identify the existence of a relationship 
between the studied characteristics of online shopping. We tested the hypotheses 
concerning the independence of two variables using, Pearson χ2 or Pearson χ2 with 
the Yates correction (Agresti, 2002). The calculations were made in SPSS and MS 
Excel. 
 
Table 1. Monthly level of income, broken down by research groups (number and 
percentage of respondents) 
Specification 
Respondents from 




Less than the minimum wage 
Number 58 30 
% with the total 11.9 17.3 
Minimum wage 
Number 82 22 
% with the total 16.8 12.7 
Remuneration higher than 
minimum to average 
Number 128 35 
% with the total 26.3 20.2 
Average remuneration 
Number 136 48 
% with the total 27.9 27.7 
Remuneration higher than 
average to two national averages 
Number 50 32 
% with the total 10.3 18.5 
Two national averages and more 
Number 33 6 
% with the total 6.8 3.5 
Source: Own study based on the surveys. 
 
4. Internet Advertising and Consumer Purchasing Behavior 
 
The Internet enables a variety of activities. Table 2 presents those used by the Poles 
and the British with different income levels. Each respondent could select up to 5 
answers. Undoubtedly, the Poles most often go online for three reasons: to track 
social networks (from about 60% to about 84%), to check e-mail (from 40% to 
62.5%), and to search for various types of information (41- 59%). The Poles with the 
highest incomes log into e-mail more often than on social networks. The research 
shows that the richest more often than the others take part in discussions on forums 
(6.3%, where the poorest is 1.7%), read the latest news 28.1% and play online games 
– 12.5%. It is also worth noting that people with amounts equal to the minimum 
wage to the national average, in addition to the three previously mentioned activities, 
very often watch movies and listen to music using the Internet (from 40.6% to 
53.7%). By analysing the data in Table 2 it is possible to see the similarities and 
differences in British survivors with different incomes.  
 
The distribution of responses in terms of income is more varied than in Poland, but 
the most people (in each earning category) go online to check e-mail (59-83%) and 
follow social networks – excluding the richest group only less than 17% specifically 
connect to the network to be present on social media (in this case, one can see a huge 
difference compared to the wealthiest Poles – it was about 59%). The richest Britons 
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were not active on message boards and online games. When comparing the Poles 
and the British with the lowest incomes and their reasons for joining the network, we 
note that 30% of them and only 19% of the Poles check the latest news and weather.  
 
As many as 59% of the Poles and only 10% of the British seek up-to-date 
information. 11.5% of Britons with the lowest declared incomes shop online. It is 
worth noting one more difference in the behaviour of both nationalities: research 
shows that in Poland information on the Internet is most often sought by people with 
incomes below the minimum wage, and least often with incomes above two national 
averages per person, while in the UK it is completely the opposite. Additionally, 
wealthier British most often use internet banking services. 
 
Statistical verification using the chi-square test confirmed that respondents in the 
compared countries differ significantly in terms of the reasons for using the Internet, 
χ2(9, N = 659) = 66.47, p = 0.000. Considering individual areas of activity, the 
differences concerned the following of them: the use of electronic mail, 
χ2(1, N = 659) = 21.42, p = 0.000. searching for information of various kinds, 
χ2(1, N = 659) = 41.60, p = 0.000; checking current news and weather forecasts, 
χ2(1, N = 659) = 5.03, p = 0.025; on-line shopping, χ2(1, N = 659) = 20.68; 
p = 0.000; playing online games χ2(1, N = 659) = 5.95, p = 0.015. For the remaining 
activities, the differences in behaviour were not statistically significant. The 
differences in the frequency of using the Internet by reason are presented in Table 2. 
 
It is worth noting that the goals of using the Internet in the income groups of the 
respondents did not generally differ depending on the country. The exceptions were 
the behaviours’ in the case of tracking social networks, χ2(5, n = 466) = 17.63, 
p = 0.003, and on-line purchases χ2(5, n = 75) = 12.58, p = 0.028 (both tests with 
Yates continuity correction). On social networking sites, respondents from Poland 
were more active regardless of the income group. With regard to online shopping in 
Poland, respondents with higher income were more active, and respondents with 
lower income in the UK. 
 
Thus, we can see how important it is to recognize the places and the most relevant 
reasons for connecting with a network of representatives of various nations, with 
different income, for companies offering their products and services in international 
markets. The above are the reasons why the respondents decide to connect to the 
network.  
 
However, it should be noted that once the purpose of entry has been achieved, the 
Internet is used for additional needs. Having a specific goal, we focus the most 
attention on achieving it as soon as possible, therefore not paying so much attention 
to the displayed ads. After achieving the goal, we pay more attention to the 
additional content on the websites. It is worth knowing where Polish and British 
people spend their free time on the Internet in order to be able to optimally match the 
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place and type of advertising message. Respondents were asked where they look for 
relaxation on the Internet. This question was given a maximum of 5 options. 
 
Table 2. Reasons why respondents use the Internet, broken down by a country and 
an income level (%) – a possibility of multiple answers 
Specification Country 
Reasons for using the Internet in groups by net income per 




















POLAND 44.8 40.2 48.4 48.5 58.0 62.5 
THE UK 76.7 59.1 71.4 62.5 71.9 83.3 
Tracking social 
networks 
POLAND 72.4 84.1 69.5 74.3 62.0 59.4 




POLAND 1.7 3.7 3.9 2.9 4.0 6.3 
THE UK 6.7 4.5 2.9 12.5 9.4 0.0 
Reading the latest 
news/ checking the 
weather 
POLAND 19.0 23.2 20.3 15.4 28.0 28.1 




POLAND 58.6 41.5 50.8 52.9 48.0 40.6 
THE UK 10.0 13.6 28.6 31.3 15.6 33.3 
Playing online 
games 
POLAND 12.1 7.3 6.3 5.9 8.0 12.5 
THE UK 23.3 13.6 14.3 10.4 9.4 0.0 
Watching movies/ 
/listening to music 
POLAND 37.9 53.7 40.6 46.3 34.0 31.3 
THE UK 36.7 63.6 34.3 29.2 25.0 16.7 
Using internet 
banking services 
POLAND 10.3 7.3 24.2 15.4 22.0 21.9 
THE UK 10.0 9.1 14.3 18.8 15.6 33.3 
Online shopping 
POLAND 5.2 6.1 10.9 8.8 8.0 9.4 
THE UK 16.7 31.8 8.6 16.7 31.3 33.3 
Others 
POLAND 1.7 0.0 1.6 4.4 6.0 0.0 
THE UK 13.3 0.0 0.0 2.1 6.3 0.0 
Source: Own study based on the surveys. 
 
It was assessed whether the places of relaxation on the Internet indicated by the 
respondents are independent of the place of residence using the chi-square test. It 
was found that the choice of a place to relax on the Internet is significantly different 
depending on the country χ2(8, N = 659) = 30.39, p = 0.000 (with Yates correction). 
The chi-square test was also used to assess in which areas of respondents' behaviour 
about places to relax on the Internet differ between countries. It was found that 
statistically significant differences concern three areas: social networking sites χ2(1, 
N = 659) = 9.91, p = 0.002; watching movies on-line χ2(1, N = 659) = 5.11, 
p = 0.024; and blogging χ2(1, N = 659) = 17.87, p = 0.000. Data on the observed 
frequency of using individual options are presented in Table 3. 
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In both countries people look for relaxation on social networks, listening to music 
and watching movies. Almost half of the richest Poles (48.5%) also declared that 
they browsed the offers of online stores in their free time – this is very valuable and 
worth emphasizing information. When browsing online promotional newsletters, the 
Poles most often relax with incomes ranging from the minimum to the national 
average (almost 15%), and the least frequently with incomes above the national 
average of up to two (2%). The opposite situation was observed in the case of 
residents of Great Britain, although there a greater percentage of people browse such 
newspapers. Most often people with earnings above the national average up to two 
such averages, i.e. 25%, and the least frequently people with incomes from the 
minimum to the national average – 11.4%.  
 
Respondents from both countries rarely admit that they relax while watching 
advertisements in their free time, but nevertheless it is a more frequent practice in 
the UK (from 0 to 6.3%, in Poland a maximum of 1.7% and this is given to the 
poorest). When analysing the reasons for joining the Internet and places to relax on 
the Internet, it was noticed that online games are most often played by the wealthiest 
Poles (27.3%) and the poorest British (almost 37%). In Great Britain, the more 
frequent practice in free time is watching favourite blogs (from 31.3% to 43.3%), 
with the highest percentage observed in the group of the poorest inhabitants of the 
Islands, again unlike in Poland, where this group least frequently visits such places 
(only 15.5%). The detailed information on the issue is presented in Table 3. 
 
Directing a product or a service to a wide audience, the advertisement should be 
placed on social networks and websites offering access to music and movies. It is 
worth adding that as many as 93.3% of the poorest Britons declare that they relax 
while listening to music, therefore advertising goods targeted at this research group 
should primarily be acoustic advertising. Ads for premium products and services 
will reach the largest number of potential buyers in the UK through video-access 
sites that are used by approximately 67% of the richest. 
 
The research obtained the opinion of respondents about online advertising. Do the 
respondents find them interesting, do they click on the advertisements posted on the 
websites, what type of advertisement prompted them to purchase and what product 
they made under the influence of the advertisement? The results are shown below. 
 
It was verified whether the perception of advertisements as interesting depends on 
the respondents' income. Regarding respondents from Poland, it was found that the 
perception of advertising as interesting significantly depended on the respondent's 
income χ2(5, n = 486) = 14.00, p = 0.016, and in Great Britain it did not depend on 
the income of the respondent χ2(5, n = 173) = 4.07, p = 0.539. Moreover, it was 
found that there are significant differences between countries in the respondents' 
assessment of advertising χ2(1, N = 659) = 9.83, p = 0.002. A larger proportion of 
UK respondents found the ads interesting. 
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Table 3. Places of relaxation on the Internet, broken down by nationality and 
income level (%) – possibility of multiple answers 
Specification Country 






















POLAND 22.4 23.2 27.3 37.5 24.0 48.5 
THE UK 33.3 36.4 31.4 31.3 46.9 16.7 
Social media 
POLAND 62.1 73.2 69.5 71.3 52.0 63.6 
THE UK 60.0 40.9 71.4 50.0 50.0 33.3 
Viewing 
promotional leaflets 
POLAND 12.1 11.0 14.8 8.8 2.0 12.1 
THE UK 6.7 22.7 11.4 16.7 250 16.7 
Listening to music 
POLAND 69.0 76.8 74.2 73.5 74.0 72.7 
THE UK 93.3 77.3 62.9 66.7 59.4 50.0 
Viewing displayed 
advertisements 
POLAND 1.7 1.2 1.6 0.7 0.0 0.0 
THE UK 0.0 0.0 5.7 6.3 6.3 0.0 
Watching movies 
POLAND 65.5 69.5 67.2 61.8 84.0 69.7 
THE UK 73.3 72.7 54.3 58.3 37.5 66.7 
Playing online 
games 
POLAND 19.0 17.1 13.3 16.2 24.0 27.3 
THE UK 36.7 36.4 20.0 22.9 15.6 0.0 
Watching favourite 
blogs 
POLAND 15.5 19.5 18.8 27.2 20.0 18.2 
THE UK 43.3 31.8 34.3 41.7 31.3 33.3 
Others 
POLAND 6.9 2.4 3.9 4.4 12.0 3.0 
THE UK 0.0 0.0 0.0 2.1 3.1 0.0 
Source: Own study based on the surveys. 
 
The research has shown that most of the advertisements posted on websites are 
received with interest by Internet users. Poles more often than British have no 
opinion on this matter. In Great Britain, people with the minimum wage (72.7%), 
people with the lowest income (approx. 67%) and people with an income lower than 
average (approx. 63%) were interested in advertising (Figure 1). It can therefore be 
concluded that along with the increase in income, British buyers show less and less 
interest in advertising on the Internet. There is no such dependence in the Polish 
group. Poles earning the minimum wage, similarly to the British in this group, most 
often say that they have become interested in online advertising (about 60%). These 
ads are also often interesting to the wealthiest Poles – 54.5%. These declarations 
have a great impact on the selection of appropriate advertising places and optimal 
types of advertising for advertisers that will effectively reach the selected target 
group. Polish consumers definitely need creative forms of providing information 
about products and services online, the ones published so far are not sufficiently 
attractive for them. 
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Source: Own study based on the surveys. 
 
When analysing the responses in individual groups, it is noticed that people who 
became interested in the advertisement did not always decide to click on it and read 
the details of the message. The Poles very rarely clicked on the displayed links to 
advertisements – the least frequently people with wages above the minimum to the 
national average – 8.6%, most often people with highest incomes – 15.2%. The 
citizens of Great Britain were more likely to see the displayed advertisements than 
the Poles. Most often, they are earning between the lowest wage and the national 
average (45.7%). The exception are people with the highest earnings, as none of 
them answered “yes” when asked if they clicked on the displayed links to online 
advertisements, despite the fact that over 33% of them answered "yes" to the 
previous question (Figure 2). 
 
We statistically verified whether clicking on ads is a behaviour that significantly 
differs respondents from the two countries surveyed χ2(1, N = 659) = 44.30, 
p = 0.000. Clicking on ads was much more common among UK respondents than 
among Polish respondents. Respondents' behaviour in this regard differed from 
country to country in terms of income levels. In Poland, clicking on ads depended on 
income χ2(10, n = 486) = 18.95, p = 0.041 (with Yates correction), and in Great 
Britain there was no such relationship χ2(10, n = 173) = 5.68, p = 0.842 (with Yates 
correction). 
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Figure 2. Percentage of respondents clicking on ads (%) broken down by nationality 
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Source: Own study based on the surveys. 
 
Respondents were also asked what types of online advertising prompted them to buy 
goods and services. In the comparison of all groups in both countries, advertisements 
displayed on company shop windows and advertisements on social networks were 
ranked first. Advertisements on the websites of enterprises most often influence the 
purchase of the richest group of citizens, but in Poland it was slightly over 36%, 
while in the UK it was already almost 67% of the richest. Permanent advertising also 
had a large impact on the purchasing decisions of the Poles, especially in three 
research groups – from the minimum wage to the average wage (20.6–28.1%).  
 
It is interesting that in Poland the newsletter prompted a large percentage of the poor 
(approx. 26%) and the richest (approx. 27%) to buy. The inverse pattern affecting 
the purchase of goods and services in these countries was noticed in the case of fixed 
advertising – in the UK, people earning up to the national average less often than in 
Poland indicated this type of advertising, while people earning above this amount 
indicated permanent advertising more often than in Poland. It was very rare for 
consumers of both countries to buy in advertising that had to be seen before or while 
watching the target movies and the so-called pop-up7 and pop-under ads8. It is worth 
noticing that the last forms of advertising are invasive, interfere with the reception of 
the target content, are often effectively blocked by browsers and special "plug-ins" 
removing ads from websites (e.g. Adblock Plus), therefore some network users do 
not even have the opportunity to see them (Table 4). 
 
7Pop-up – type of internet advertising in the form of an independent window with advertising 
content, which appears immediately after entering a given website or when switching 
between subpages. 
8Pop-under – a type of internet advertisement (generally quite large dimensions), similar to 
Pop-up except that it is displayed after closing the page. 
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Table 4. Purchase ads, percentage of responses broken down by income – possibility 
of multiple responses 
Specification Country 



















POLAND 24.1 20.7 25.8 22.8 20.0 36.4 
THE UK 43.3 31.8 42.9 31.3 31.3 66.7 
E-mail advertising 
POLAND 12.1 13.4 10.9 12.5 6.0 12.1 
THE UK 26.7 40.9 20.0 33.3 31.3 16.7 
Search engine 
advertising 
POLAND 10.3 7.3 5.5 12.5 16.0 12.1 
THE UK 40.0 18.2 20.0 10.4 18.8 33.3 
Ads on social 
networks 
POLAND 37.9 40.2 35.2 47.1 24.0 36.4 
THE UK 40.0 54.5 51.4 56.3 50.0 33.3 
Ads that we need to 
see before or while 
watching the right 
videos 
POLAND 12.1 8.5 7.0 14.7 8.0 3.0 
THE UK 10.0 18.2 5.7 10.4 6.3 0.0 
Newsletter  
POLAND 25.9 17.1 22.7 16.9 10.0 27.3 
THE UK 16.7 9.1 28.6 25.0 28.1 16.7 
Ads displayed on the 
first layer of the 
website (pop-ups) 
POLAND 0.0 3.7 0.8 2.9 4.0 3.0 
THE UK 13.3 0.0 0.0 6.3 3.1 0.0 
Ads running in 
separate browser 
windows (pop-under) 
POLAND 3.4 4.9 1.6 3.7 2.0 0.0 
THE UK 
3.3 0.0 0.0 4.2 0.0 0.0 
Wallpaper ads (placed 
as background) 
POLAND 3.4 9.8 5.5 6.6 6.0 12.1 
THE UK 6.7 18.2 14.3 20.8 3.1 16.7 
Permanent ads 
POLAND  15.5 20.7 28.1 20.6 14.0 21.2 
THE UK 10.0 13.6 8.6 12.5 15.6 33.3 
Others 
POLAND  19.0 23.2 19.5 20.6 38.0 21.2 
THE UK 6.7 0.0 8.6 2.1 6.3 0.0 
Source: Own study based on the surveys. 
 
On the basis of the chi-square test, it was determined whether the type of advertising 
that prompts respondents to buy is the same in both countries. It was found that there 
were significant differences as to which ads prompted a purchase 
χ2(9, N = 659) = 35.92, p = 0.000. Out of ten types of advertisements, as many as six 
found significant differences as to how advertisements influenced the purchasing 
decisions of Polish and British respondents. They were: advertising on company 
websites χ2(1, N = 659) = 11.07, p = 0.001, advertising in the form of e-mails 
χ2(1, N = 659) = 30.25, p = 0.000, advertising in search engines χ2(1, N = 659) = 
= 14.38, p = 0.000, advertising on social networks χ2(1, N = 659) = 7.33, p = 0.007, 
advertising in the form of wallpaper χ2(1, N = 659) = 6.94, p = 0.008 and constant ad 
χ2(1, N = 659) = 6.22, p = 0.013. It can therefore be concluded that effective forms 
of advertising differ between countries.  
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There was also a statistical verification of whether respondents from different 
income groups in the two countries differ in their perceptions of what advertising 
prompts them to buy products. It was found that in relation to any of the researched 
forms of advertising, no differences were found between respondents from different 
countries in terms of income groups. This means that the observed differences 
depend on the country, but are similar in Poland and in the United Kingdom 
depending on the respondents' income level. 
 
After watching an advertisement on the Internet, groceries are most often bought by 
people with the lowest income, both in Poland (17.2%) and the United Kingdom 
(23.3%). The richest Poles also often decide to buy them after watching an advertis-
ing message (15.2%), as opposed to people living in the UK from this income group 
(0%). Citizens of both countries, after watching an internet advertisement, most 
often buy clothes and shoes. Books and CDs were also a high percentage of 
purchased products. The richest people use them most often – but in Poland it is 
about 30% of the richest, while in the UK it is over 83%. These groups also most 
often use the services of banks and other operators after watching an advertisement 
on the web. In this case, however, we notice a slightly higher percentage of the Poles 
– 18.2% than the British – 16.7%. After watching an advertisement on the Internet 
(apart from clothes and shoes, books and CDs), representatives of both nations buy 
home electronics/household appliances and gadgets.  
 
Another dependence also applies to the richest – because in Poland this group buys 
electronics/household appliances least often (12%), while in the UK it most often 
(about 67%). Similarly, if we look at the data on the purchase of access to paid 
content after watching an online advertisement – such access in the UK is most often 
paid by people with a monthly amount equivalent to the minimum wage (18.2%), 
and not by people with an amount above two national averages (0%). In Poland, 
once again it is opposite as at least 1.2% – with the minimum wage, the highest – 
9.1% for the richest. The data discussed are presented in Table 5. 
 
It was verified whether respondents from Poland and Great Britain buy the same 
groups of goods under the influence of online advertising. It was found that there are 
significant differences in this respect between the behaviour of respondents from the 
surveyed countries. Under the influence of online advertising, the respondents 
purchased different products depending on the country χ2(8, N = 659) = 34.66, 
p = 0.000. There were no differences in the impact of online advertising in the two 
countries with regard to the purchase of food, electronics / household appliances, 
books, and banking services. Significantly different behaviours of respondents in the 
surveyed countries concerned the impact of online advertising on the decision to 
purchase such products as: clothes χ2(1, N = 659) = 11.678, p = 0.001, purchase of 
access to paid content χ2(1, N = 659) = 4.19, p = 0.041, gadgets χ2(1, N = 659) = 
= 10.69, p = 0.001. Similarly, the share of respondents declaring that they do not buy 
anything differed significantly depending on the country χ2(1, N = 659) = 14.00, 
p = 0.000. The obtained results may be the basis for the conclusion that the method 
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and effectiveness of communication with consumers should be adapted not only to 
the country of origin of the Internet user, but also depending on the group of 
products. 
 
Table 5. Goods and services purchased in Poland influenced by internet advertising, 
broken down by income – percentages of respondents' answers 
Specification Country 
Percentage of indications by groups with different levels of 





















POLAND 17.2 7.3 7.8 12.5 4.0 15.2 
THE UK 23.3 9.1 8.6 16.7 3.1 0.0 
Clothes/shoes 
POLAND 48.3 50.0 52.3 51.5 42.0 45.5 
THE UK 60.0 72.7 65.7 62.5 68.8 50.0 
Electronics/house-
hold appliances 
POLAND 20.7 22.0 23.4 27.9 22.0 12.1 
THE UK 23.3 18.2 17.1 20.8 12.5 66.7 
Books/CDs 
POLAND 22.4 28.0 22.7 26.5 22.0 30.3 
THE UK 23.3 13.6 42.9 35.4 28.1 83.3 
Purchase of access 
to paid content 
POLAND 3.4 1.2 5.5 8.1 4.0 9.1 
THE UK 10.0 18.2 2.9 10.4 12.5 0.0 
Using the services 
of a given bank, 
operators 
POLAND 1.7 3.7 3.1 4.4 6.0 18.2 
THE UK 3.3 0.0 2.9 8.3 6.3 16.7 
Gadgets/ 
/accessories 
POLAND 24.1 26.8 22.7 27.2 14.0 21.2 
THE UK 40.0 36.4 45.7 31.3 37.5 16.7 
None 
POLAND 19.0 24.4 21.1 19.9 36.0 18.2 
THE UK 10.0 4.5 5.7 4.2 6.3 0.0 
Others 
POLAND 12.1 1.2 7.8 3.7 4.0 6.1 
THE UK 3.3 9.1 2.9 6.3 9.4 0.0 




The presence of internet users on social networks has an impact on their purchasing 
decisions influenced by advertisements posted on these websites. It was noticed that 
there were differences in the advertising preferences of the Poles and the British 
considering their income. The study provided detailed and valuable information on 
the impact of online advertising on purchasing decisions in Polish and British 
households, including the purchasing behaviour of respondents with different 
income levels. 
 
The surveyed respondents used the Internet for various purposes, but most of them 
watched appearing advertisements. This was done more often by respondents from 
Great Britain than from Poland. More than 60% of respondents from Great Britain 
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and about 50% from Poland perceived the ads as interesting. Additionally, in Poland 
respondents with lower income were more often interested in appearing 
advertisements and more often found them interesting. Among UK respondents, this 
was not income dependent. 
 
Advertisements appearing on the Internet encouraged people to buy on-line. 
Regardless of the country and income, purchases on the Internet were most often 
made under the influence of advertising on social networks and www advertising. It 
has been found that internet users are using advertising when shopping online. Only 
10% of respondents from Great Britain and 23% from Poland did not buy online as a 
result of appearing advertising. Thus, the hypothesis was confirmed that Internet 
users, regardless of the country, make online purchases under the influence of 
appearing advertisements. However, the hypothesis that people with higher incomes 
more often buy online, neither for Polish respondents, nor for respondents from 
Great Britain, was confirmed. 
 
This study on the dependence of purchasing behaviour in e-commerce on the level of 
income does not exhaust the analysed issue, because the focus is only on the 
dependence of Internet users' behaviour on income. Subsequent research may 
include the behaviour of buyers in the online purchase process, including 
preferences as to the origin of the product, but also the age, gender and professional 
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